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The role of women entrepreneurs in the economic development of any nation is 
widely acknowledged and information communication technologies (ICTs) are seen 
as providing many potential benefits to women-owned SMEs so as to help them 
survive, grow and become more competitive. As no research has been carried out on 
the use of ICTs by women entrepreneurs in Mauritius, this paper investigates the 
adoption of ICTs in women owned SMEs in the local context. The study uses a 
qualitative approach with a sample of twelve women-owned SMEs operating in 
various sector of activities and on-site semi-structured interviews were carried out. 
The study found that most women entrepreneurs in the SME sector have adopted 
some form of ICT, mainly computer-based technology for various reasons. However, 
women are not taking full advantage of the potential offered by ICTs and are mainly 
using basic features.  Reasons preventing the women from adopting or making more 
use of ICTs in their businesses are also highlighted.  
 




The economic and social roles and contributions of small and medium enterprises 
(SMEs) are considered as effective instruments for generating wealth and reducing 
unemployment (Beyene, 2002) worldwide. Globally, SMEs are estimated to account 
for 80% of economic growth (Jutla et al., 2002) and are seen as the means to 
achieving the competitive knowledge-based society because, in aggregate, they are 
big buyers, big innovators and, most importantly politically, big employers (Taylor 
and Murphy, 2004). For instance in OECD countries, SMEs comprise 95% of all 
businesses and 60-70% of employment (OECD, 2000). It is estimated that, in 
Mauritius,  the SME sector represented 49% of total employment as at January 2004 
and generated 22.5% Gross Domestic Product (GDP)  (Central Statistics Office, 
2004).  
 
The development of SMEs worldwide has been accelerated in recent years due to 
factors such as privatisation, specialisation, corporate restructuring and downsizing 
(Solymossy and Penna, 2000). In addition, these enterprises are also seen as 
accelerating the achievement of wider economic and socio objectives, including 
poverty alleviation in developing countries. In parallel, increased effort is being 
devoted to encourage women to embark on entrepreneurial ventures in developed and 
developing countries (McClelland et al., 2005). Further, it has been observed that 
women, through increased participation in income generating activities, can 
contribute to stability and a reduction in social problems (Tesfaye, 2003). Thus, in 
many developing countries women entrepreneurs are taking a leading role in helping 
their respective governments to establish and develop strong SMEs that contribute 
significantly to poverty reduction (Singh and Belwal, 2008). However, it is believed 
that women entrepreneurs encounter more difficulties in certain aspects of their 
businesses than their male counterparts (Rutashobya, 2001). Some of the problems 
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faced are linked to family responsibilities, gender biases, poor access to market 
information, limited access to technology and finances. Moreover, according to Singh 
and Belwal, (2008) factors such as, globalisation and the rapid advances in technology 
have impeded on women‟s advancement on the entrepreneurial front. However, this 
last factor is debatable since it has been observed that technology does not only bring 
challenges but it also contributes positively in entrepreneurial ventures. As argued by 
Duan et al., (2002), the rapid advancement in technology such as in the ICT sector has 
brought significant business opportunities and can thus help women entrepreneurs in 
their business activities. 
 
Therefore, the main objective of this paper is to investigate the adoption of ICTs in 
women owned SMEs in Mauritius. Not much information is available on usage of 
ICTs by women entrepreneurs in the local context, yet it is believed that SMEs in 
Mauritius, in general make little use of ICT (Lal and Peedoly, 2006).  
 
2. LITERATURE REVIEW 
 
2.1  ICT as a Tool for Business Success 
In developed and developing countries alike, women are considered as the backbone 
of economic development and the importance of women in entrepreneurship and their 
significant contribution to the economy is well acknowledged in the literature (Sarri 
and Trihopoulou, 2005). Although the rate at which women are forming businesses 
has increased significantly in many countries, however, when compared to men, the 
rates of female entrepreneurial activities are considerably lower than that of their male 
counterparts (Jamali, 2009; Langowitz and Minniti, 2007). Various reasons are cited 
in the literature in support of this lower participation rate amongst which are, poor 
access to capital, limited credit facilities and inadequate support (Brush, 1992). 
Further, women entrepreneurs are believed to face certain types of difficulties more 
than men as exemplified by Meid and Leidholm, (1998) who in their study found that 
more women entrepreneurs than men face operational and strategic problems in 
running their businesses. Since women entrepreneurs are predominantly found to be 
in micro businesses and SMEs and given that SMEs differ in type of business and 
management style, as well as in their capabilities, resources and business 
requirements, one of the means to reduce the problems faced by women entrepreneurs 
may be in the form of ICTs.   
 
ICTs are a diverse set of technological tools and resources to create, disseminate, 
store, bring value-addition and manage information. The ICT sector encompasses 
diverse segments such as telecommunications, television and radio broadcasting, 
computer hardware, software and services and electronic media, for example, the 
internet and electronic mail (Jain, 2007). The application of ICTs is observed to have 
revolutionised the way that a business is conducted (Duan et al., 2002). It is argued 
that they change the process of decision making in businesses, increase the capacity 
for collecting, processing, and analysing information (Reix, 1998). In short, they 
enhance the information environment. Since it is observed that women entrepreneurs 
are often confronted with more difficulties than do their male counterparts in setting 
up and running their business because of reasons already mentioned in the previous 
section, ICTs have great potential to benefit women worldwide. ICTs are emerging as 
a powerful tool for gender empowerment especially in developing countries and are 
also seen to assist women‟s business to succeed (UNIFEM, 2009). 
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2.2  Use of ICT in SMEs 
SMEs in general are disadvantaged when they compete with large enterprises, 
especially in terms of production and marketing and therefore need to find new ways 
to successfully attract customers in their markets. As reported by Martin and Wright, 
(2005) “the use of ICT is crucial and arguably unique in allowing small businesses 
and their entrepreneurial owners to sharpen their strategies in order to achieve this 
success.” It is argued that ICT enables businesses in general to earn more profit per 
customer by maintaining a low cost-structure (Martin and Wright, 2005, p.163). This 
has become possible due to falling hardware and software costs as well as greater 
multimedia accessibility and this is highly beneficial to entrepreneurs and especially 
to women entrepreneurs. It is observed that SMEs make use of ICTs for various 
reasons and at varying degree. For instance, Fink and Disterer, (2006) found that in 
micro and small enterprises, ICT developments were slow whereas it was high in 
medium enterprises. However, it was observed that the different rate of ICT adoption 
could be explained by environmental factors such as social, political or economic 
factors. With regards to women entrepreneurs and usage of ICT, especially in the 
form of computer technology, Peacock (1997) reported that women entrepreneurs in 
general make use of ICTs with 51 percent in the USA frequently making use of the 
internet for communication, such as sending e-mails and in Argentina and Canada, 
95% of women business owners use some form of computer system in their business. 
However, the picture is not the same everywhere. In the Middle East, it is reported 
that women entrepreneurs do not make extensive use of ICT (Matthew, 2010) where 
only 4% of women in general use ICT. In Botswana, and several African countries, 
entrepreneurs make limited use of ICT (Mutula and van Brakel, 2006).  
 
2.3  The Potential of ICT for Women-owned SMEs 
  
2.3.1 “Open all hours” 
The difficulties cited by many women entrepreneurs include not having enough time 
to spend in their businesses, difficulties in finding customers and poor marketing. 
These difficulties can be lessened with the use of ICT, in particular the internet which 
is reported to have a significant impact on the operations of SMEs (Mutula and van 
Brakel, 2006). For instance, the internet enables businesses to trade 24 hours a day 
(e.g. on-line selling and purchasing), without the entrepreneurs having to be present in 
the business for all that time and at minimal cost to customers all over the world 
(Buhalis and Main, 1998). In addition, the internet also enables SMEs to have their 
own websites which together with providing information about their businesses can 
also be a method of brand building, advertising and marketing (Turban et al., 2000). 
Thus, the internet can assist women-owned SMEs capture global markets, and 
compete effectively with large organisations (Ramsey et al., 2003).  
 
2.3.2  Relationship Building 
Relationship building has also been cited as a benefit of ICT for SMEs. Anderson and 
Lee (2003), argue that the ability to develop relationships with customers via 
customer information gathering and personalised marketing further affords advantage 
to business, and particularly small businesses. The use of proper internet technology 
helps businesses to “build customer profiles and thus establish dialogues with 
individual customers thereby helping to improve target marketing” (Baourakis et al., 
2002, p.584). Moreover, the relationship with the internal customer, that is the 
employees are improved and maintained through ICT as communication is quicker, 
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with the help of mobile phones and e-mail facilities and thus decisions and action can 
quickly be taken.  ICT also helps in creating a good relationship with suppliers. Again, 
the internet can provide businesses with the ability to locate a greater number of 
suppliers, to communicate and interact, whether nationally or internationally and this 
can be highly beneficial in terms of cost reduction for women business owners 
together with improving efficiency (Galloway and Mochrie, 2005, Baourakis et al., 
2002). 
 
ICT also contributes to the internal efficiency of SMEs. Leatherman (2000) reported 
that the use of ICT in business operations, such as inventory control, order placement, 
and technical specification procurement, distribution can significantly reduce business 
costs and increase productivity since there are less paper-based transactions. This can 
help women entrepreneurs to reduce their production costs.  
 
2.3.3  Networking 
The role of networking has been much acknowledged in the literature on 
entrepreneurship and is referred to as a social communication process which promotes 
the sharing of knowledge, thus having a positive influence on business growth (Swan 
et al., 1999). Online networks have been shown to be effective for collaborative 
purchasing by larger firms (Reynolds, 2000) and these networks consist of various 
actors in the market “which enable the different firms to identify and incorporate 
valuable complementary products and services offered by other companies into their 
bundle of offerings in a novel way” (Tse and Soufani, 2003, p.310). SMEs can also 
make use of internet forums to be in touch, share ideas and network with other firms 
which can complement each other in the same way as larger organisations. However, 
it should be noted that although the internet is an easy means of managing network 
relationships, it is only effective when utilised with relevant people management and 
organisational practices nor can it replace face to face interaction since trust, rapport, 
and tacit knowledge are significant to effective networking practice (Swan et al., 1999) 
 
2.4  Barriers to ICT adoption 
As seen in the previous section, ICT can have great potential for SMEs, especially for 
women. However, the literature identifies several factors that prevent SMEs and 
indeed women entrepreneurs from adopting ICT in their business activities. It is 
reported that the perceived ease of use or difficulty of using technology is expected to 
influence the decisions to adopt or reject technology (Venkatesh et al., 2000) and 
since women display somewhat higher levels of anxiety and lower computer aptitude 
than men (Bozionelos, 1996) this suggests that constraints to technology use 
(perceived difficulty) will be significant for women (Ndubisi and Kahraman, 2005).  
The barriers to ICT adoption include: the high cost of communication (Lal and 
Peedoly, 2006); poor technological infrastructure (Smallbone et al., 2002), cost of 
maintenance of ICT equipment and tools (Farmer, 1996); perceived lack of need 
(Ramsey et al., 2003), lack of business and communication skills (Grant, 2003); lack 
of information about and perceived benefit (Ramsey et al., 2003); poor training 
facilities, and security threats amongst others. These barriers, if not lowered or 
removed, could have a negative impact on ICT adoption by women-owned SMEs 
 
2.5  ICT status in Mauritius 
Mauritius, independent since 1968, is a developing island state of about 1,865 sq. km 
and is situated in the Indian Ocean at 800 kms off the east coast of Madagascar. Its 
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population of just over 1.2 million consists of descendants from diverse ethnic origins 
- Indian, African, Chinese and European. Mauritius is now diversified from a mono-
crop economy to an industrializing economy to face challenges from competition and 
globalisation. Much emphasis is placed on the role of SME‟s as a means of job 
creation and social development. The government has on its agenda to provide strong 
support for expansion and development of SMEs and micro enterprises.   
 
Women represent 51% of the population and its share of employment stood at 35% in 
2009. The total rate of unemployment was 7.4% however it should be pointed out that 
the rate of female employment is much higher than that of males, that is 12.8% 
compared to 4.2% (CSO, 2009). As regards entrepreneurship most women operate in 
the micro businesses or SMEs and are mostly found to be in the services sector. They 
still lag behind their male counterparts. It is reported that there were 2,782 female 
entrepreneurs compared to male ownership of 24,656 in 2002 (Sawkut et al., 2009) 
and nearly 65% of women operated in the services sector (Day-Hookoomsing and 
Essoo, 2003).  
 
The Mauritian economy is based on four main pillars, that is, sugar, tourism, textiles 
and the finance sector. As of late, the government has taken several initiatives to make 
ICT the fifth pillar and transform the country into a Cyber Island. These initiatives 
include the coming in operation of optical fibre cable, the setting up of IT business 
parks and ICT incubator centres. These measures have encouraged foreign investment, 
created job opportunities and encouraged entrepreneurship in the ICT sector. A recent 
initiative was the liberalisation of telecommunications services which have 
contributed to the exponential growth of internet users during the past years, from 128, 
555 in 2005 to 285,970 in 2009. Table 1 shows the key ICT indicators from 2005 to 
2009. Although, in general the number of internet users have increased, yet, it is 
reported that Mauritian SMEs in general make limited use of ICTs (Lal and Peedoly, 
2006). 
 
Table 1: Key Indicators of ICT use in Mauritius from 2005-2009 
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For this study, a qualitative research approach was adopted as the cooperation of the 
women entrepreneurs was in essential to their sensitivity in divulging information 
relating directly to their businesses. Initially, twenty women entrepreneurs were 
approached, however, only twelve were retained since some declined or were found to 
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be unsuitable for reasons such as they were not willing to be forthcoming about 
certain aspects of the interview questions and others cancelled appointments a few 
times. The women entrepreneurs were drawn from a sample in a previous study on 
women entrepreneurs by one of the researchers.  
 
Given the smallness of the sample, the qualitative approach for gathering data was 
considered appropriate and this enabled the researchers to examine closely the nature 
of the businesses and also to ask pertinent questions as regards the way these women 
entrepreneurs managed their respective businesses (Hill and Wright, 2002).  
Unstructured interviews were carried out over a period of two months with the 
women entrepreneurs on their business premises.  
 
Since the objective of this study is to identify the adoption of ICTs in women-owned 
SMEs in Mauritius, the interviews enabled the researchers to gain insights on the 
entrepreneurs and more specifically in the context of ICT usage. The information 
received from the respondents allowed to form an opinion on their personal and 
business backgrounds, the use of ICT in their respective businesses, and the barriers 
they face in ICT adoption amongst other issues. For the purpose of this study, the use 
of cellular phones will not be considered as ICT since this means of communication 
has become part of the daily life for most of the population of Mauritius. Instead, 
other tools such as computer-based technology will be considered. 
 
4. RESULTS AND DISCUSSIONS 
4.1  Personal background 
The respondents‟ personal characteristics varied in terms of age, family background 
and status as shown in Table 1. A large majority was over 35 years old (n=8) and after 
examining the number of years they were in operation, it can be stated that most of 
women entrepreneurs started their businesses in their 30‟s or after. This is in line with 
previous studies on women entrepreneurship. In a study conducted by Nearchou-
Ellinas and Kountouris (2004), they report that generally women undertake 
entrepreneurial activities not before their 30‟s.  The respondents have an average level 
of education with the majority having completed their A‟ Levels or obtaining a 
„Certificate‟. Four of the women in the sample had a university degree. Given the age 
groups of the sample, it is not surprising to note that the majority is married with 
children. This fact may explain the late entry of women into entrepreneurship as for 
many of them have to fulfil family responsibilities, such as starting a family and 
raising children (Hossein et al., 2009). Starting a business after the children are grown 
enough may provide the flexibility of meeting family obligations as well as earning a 
salary (Gungaphul, 2010) which could explain partly the motivations of women 
entrepreneurship.  
 
As regards the respondents‟ businesses, most had work experience prior to setting up 
their own businesses. However, the interviews revealed that for at least five of those 
with previous work experience, they stopped working because of reasons linked to 
„family responsibilities‟ especially after marriage.  Other respondents revealed that 
they gathered the needed training and work experience before opening their own 
business in the same field (cosmetics and textile). Those who had no work experience 
(3 out of 4) were in the relatively younger age group. The women entrepreneurs were 
in the textile, food, travel, entertainment, consultancy (IT), education (pre-primary), 
retailing (selling of women apparels), cosmetics (beautician) and have been in 
 7 
business from 2 to 12 years. When asked whether they made use of ICT in managing 
and operating their businesses, the majority (n=8) answered positively. Those who 
made no use of ICT were mostly in the food and cosmetics sector.  
 
Table 2: Personal characteristics of female entrepreneurs 
 
4.2  Motivation for Starting Own Business 
The motivations for starting their own businesses are many. Reasons stated were “I 
wanted to do my own thing”, “I hated the idea of working for someone else”, “I had 
free time on my hands as my children started secondary school and was bored doing 
nothing meaningful during the day”, “having my own business enables me to have 
some flexibility in looking after my family and also to contribute to the household 
income.”. In only one case, „necessity‟ was mentioned as a reason, “when my 
husband passed away, I had two young children to look after and no job and since I 
did not have good academic qualifications to get a decent job, self-employment was 
the only option for me to earn a living”. “The incentives provided to entrepreneurs by 
the government were very interesting and I took the opportunity”. The above 
statements confirm that women are drawn into entrepreneurship because they choose 
to or out of necessity. 
 
4.3  Reasons for ICT Adoption 
There are many reasons why women entrepreneurs adopt ICT in their respective 
businesses. These range from the interest of the entrepreneur to maintaining close 
relationship with customers.  
 
One entrepreneur mentioned that she was interested to keep up with the current trend 
and does not regret using computer technology as she is now more organised. “Ever 
since I started using a computer, I found that I am much more organised in my work, 
all the details of my staff, my contacts, customers are properly filed and I can retrieve 
Case 
No.  















1.  49-54 O/A Levels Married 4 Yes Textile 27 7 Yes 
 
2.  37-42 Cert/Diploma Married 2 Yes Food 5 4 No 
 
3.  49-54 < 11 yr 
schooling 
Married 2 No Food 7 12 No 
4.  37-42 O/A Levels Married 3 Yes Cosmetics 4 6 No 
 
5.  25-30 University 
Degree 
Single 0 No Entertain-
ment 
2 2 Yes 
6.  31-36 University 
Degree 
Married 0 No Travel 4 2 Yes 
7.  31-36 Cert/Diploma Married 2 No Textile 9 3 Yes 
 
8.  43-48 < 11 yr 
schooling 
Married 3 Yes Textile 15 4 Yes 
9.  31-36 University 
Degree 
Single 0 Yes Consultancy 
– IT 
2 2 Yes 
10.  37-42 Cert/Diploma Married 0 Yes Education 6 10 Yes 
 
11.  37-42 Cert/Diploma Married 2 Yes Cosmetics 5 8 No 
 
12.  37-42 University 
Degree 
Married 1 Yes retailing 2 2 Yes 
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them very quickly if needed. I am now planning to have a computerized payroll 
system”.  
 
It is seen that for those who have a website, they feel that they have more credibility 
with stakeholders, especially with customers, than previously and admit that its 
presence has facilitated their task in marketing their products and services. They have 
been able to expand their customer base and in one case the respondent has started 
trading internationally. The presence of a website increases visibility worldwide.  
 
“I deal in women‟s accessories and I was initially selling my products to hotels and to 
individuals through word of mouth advertising but the business was not doing too 
well. It was a friend who suggested the idea of a website for my company and it all 
started there. At first I was not very sure since I thought websites were mainly for big 
companies and didn‟t know how it could help me. Besides I needed to invest. I was so 
surprised when I received an e-mail from a company in France about its interest in the 
products displayed on my website.  
 
In another case, it was mentioned that as the business environment was becoming 
more and more competitive, other means of marketing and differentiation was sought. 
“Using IT tools and the internet really helped me get more clients and decrease costs. 
Some clients used to tell me that because my telephone line was busy, they had to 
contact other companies as they were in a hurry. Now that I have a website and e-mail 
facilities, potential customers can have an idea about the services I offer and can 
contact me by e-mail even if I‟m not available over the phone. I now have a good 
group of loyal customers”. The respondent revealed that she feels really proud when 
customers look at her business card and notices her website address. 
 
Networking has often been found as a weakness for female entrepreneurs (Martin, 
2001). In fact, the women in the sample confirm that they rarely have time to meet up 
with other entrepreneurs outside work, except when they attend seminars or trade fairs. 
One of the advantages of ICT is that it facilitates networking (Swan et al., 1999). 
However, it seems that the women in this study are not taking full advantage of the 
networking capacity offered by ICTs. Although four of the women have a Facebook 
account, they do not use it for networking with other entrepreneurs. In only one case 
(IT consultancy firm) the respondent mentions that she participates in online forums 
to share ideas and keep up to date as the sector she works in is a dynamic one. 
 
The findings suggest that women entrepreneurs are adopting ICTs in their businesses 
to some extent and for various reasons. The most important ones are to follow the 
trend, enhance credibility, look for ways to differentiate products and services, have 
better marketing opportunities, decrease costs and to network. For on-going survival, 
growth and success, it is imperative that SMEs become resilient and competitive. 
Thus, it is expected that the adoption of ICTs by women entrepreneurs can build their 
capacity and capability to market high quality products and services at reduced costs. 
ICTs should enable women SME owners to gain a larger customer base, improve 
customer service, create one-to-one relationships with customers, enhance exposure, 
explore the international market amongst many other opportunities. 
 
4.4  Types of ICT adopted 
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Most of the entrepreneurs who made use of ICT (n=8) in their business have adopted 
some form of computer technology and had access to the internet. Table 3 shows the 
various types of ICT used by the women entrepreneurs with reference to the internet. 
They all agreed that they used the internet to “look for information” relevant to their 
businesses. The majority made use of e-mail to some extent although for different 
purposes. e-mail communications with suppliers and distributors were seen to be more 
in use than with employees.  It has to be noted that in SMEs operating in the textile 
sectors, the employees are for the majority production workers and do not have access 
to the internet and any communication is passed generally during staff meetings or 
through letters. As for the other SMEs, e-mails are sent to “give instructions”, “obtain 
feedback”, “give information”, “obtain views” as it is seen as a quicker, simpler and 
cheaper means of communication. e-mail communication to customers are generally 
for “answering queries”, “providing clarifications”, “attending to complaints more 
effectively and quickly” “part of the transaction”, “keeping the customer updated”, 
“to build and maintain a close relationship”, and “to inform regular customers about 
new products and price”. e-mail communications with distributors and suppliers were 
to “request for quotations”, “clarify issues”, “change orders”, and “confirm orders” 
amongst others.  The statements imply that women entrepreneurs recognise the 
benefits of ICT in their businesses and how these can create and maintain a good 
relationship between the organisation and its various stakeholders. 
 
Only one respondent (IT Consultant) used the internet to participate in internet forums. 
Main reasons for low participation in these forums are due to ignorance “never heard 
of it”, “don‟t know how it works”, “don‟t know how to participate in it” and “don‟t 
have time for this”. These views suggest that women entrepreneurs are not fully 
knowledgeable about the full potential of the internet and its benefits. 
 
There is also evidence of use of ICT for planning purposes, e.g. “keeping records”, 
“writing memos and letters”. The findings indicate that women entrepreneurs are 
making use of ICT but the types of ICT adopted and the frequency of use differ. It can 
be suggested that most women who adopt ICTs in their businesses normally make use 
of basic systems and for planning purposes, that is, for writing memos, letters, e-mail 
communications or browsing information. There was limited use of on-line forums, 
implying that women were not taking advantage of the networking potential of ICTs. 
The findings also suggest only those women entrepreneurs who have received a 
higher level of education (degree holders) use computer-based technology for 
advanced practices such as, on- line selling, ordering and networking. Therefore, level 
of education may have an impact on the adoption and type of ICT used. This issue 
should be addressed by policy makers and support institutions by means of 
appropriate training and education to enable more women entrepreneurs to exploit the 











Table 3 Types of ICT used 































1             
5              
6               
7            
8          
9                 
10          
12                
 
4.5  Factors preventing the use of ICTs in SMEs 
3 respondents out of the 12 did not make use of any ICT in terms of computer based 
technology.  They were in the food and cosmetics sectors.  The reasons are provided 
in the following statements 
 
“I have a computer since a long while but haven‟t got round to using it yet. I tried my 
best to learn how to send e-mails etc but I still can‟t manage it.”  
 
I run a small business in manufacturing and distribution of spices locally and I don‟t 
feel I really need to invest in ICT in terms of a computer or internet for my business 
as I get all the information needed without it. Besides, all these have costs. I will have 
to pay for the computer and connections etc, which I think are quite high.  
 
“I don‟t think I will be able to lean about technology at my age. It was hard enough 
for me to lean how to use a mobile phone to make a call. I am still struggling with 
sms!” 
 
“I did try to get connected to the internet since more than a year but I was told by the 
internet service provider that due to some technical problems in the area I am in, it 
was not possible at that time. I haven‟t tried again” 
 
“I heard that computers are not that safe because of virus problems. Besides if I put all 
the information about my business on the website, it means anybody can see it, 
including my competitors and this may cause harm to my business”  
 
It is noted from the above statements that ignorance, lack of training, belief of 
insecurity and high costs are the main factors preventing women in adopting ICTs in 
their businesses. Custom made training programmes should be devised for women 
entrepreneurs who are not conversant with or have limited knowledge of ICT. It is 
also suggested that firms selling ICT equipment and tools, should consider offering at 
least basic training and on-going advice on security aspects and technical support in 
ICT to enable women entrepreneurs to adopt ICTs more confidently. With regards to 
investment in ICTs, although there are loan facilities provided by the Development 
Bank of Mauritius for the purchase of computers to the general public, the duration 
for processing the loans is often a lengthy one. This factor acts as a deterrent for 
women to adopt ICTs in their businesses. The government should consider a special 
loan scheme targeting women who wish to invest in ICTs. Further, the benefits of 
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ICTs in SMEs should be highlighted by policy makers and support institutions, in 
particular for those wishing to expand and enter the export market.  
 
5. CONCLUSIONS, LIMITATIONS AND FUTURE RESEARCH 
DIRECTIONS 
 
The findings in this study have highlighted how ICTs are adopted in women-owned 
SMEs in Mauritius. It is found that women are using ICTs mainly in the form of 
computer technology, however they do not all use it in the same way. The findings 
suggest that women entrepreneurs attach great importance to ICTs for marketing their 
products and services and also improve their image. This can serve as a lesson to 
other women entrepreneurs who have yet to be convinced about the marketing 
potential of ICTs, which has the ability to make their products more visible and 
therefore enhance their customer base. The study also revealed that women 
entrepreneurs who make use of ICTs use only basic systems for the day-to-day 
operations of their businesses, such as for writing letters, sending and receiving e-mail 
communications etcetera. Not many entrepreneurs take full advantage of opportunities 
offered by the internet such as on-line selling, buying and networking etc. Limited use 
is made of more advanced systems for analysis and control although there was 
evidence of it for planning purposes. However, there are some barriers which prevent 
women entrepreneurs from making use of ICTs. These include investment costs 
involved in the purchase and maintenance of IT equipment, perceived difficulty in 
operating ICT tools and equipment, perception that ICT is beneficial for large 
businesses only, insecurity, and inadequate training. It is therefore suggested that 
relevant training should be designed and targeted at women entrepreneurs to address 
these problems and enable them to use ICT to adapt, survive and grow in today‟s 
competitive and challenging business environment. 
 
Limitations of the study are as follows. As the study used a small sample of twelve 
SMEs and included entrepreneurs in a few sector of activities only, the findings 
cannot be used to generalise and represent all women owned SMEs in Mauritius. 
Further, the outcomes of the research are descriptive in nature, lacking statistical 
evidence and analysis on a broader scale. However, since no research has previously 
been carried out on the adoption of ICTs in women-owned SMEs in the local context, 
the sample contributes insights on this topic. Future research in this area should 
enlarge the sample and the population to include male entrepreneurs for a comparative 
study to explore whether men-owned SMEs adopt ICTs in the same manner and 
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